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[bookmark: _Toc227787344]Introduction
Louis Vuitton is a global luxury brand, where value is generated through symbolic meaning, controlled scarcity and experiential differentiation as opposed to functional utility. In doing so, its strategy is sensitive to differences in markets within the world with regard to culture and institutions (LVMH, 2025a). The two countries that have a structurally opposite luxury environment are the United Kingdom and India. The UK is a mature, regulation-heavy market, which is under the influence of sustainability expectations and unsustainable consumption norms. India is an emerging, aspirations-driven market where luxury fulfils the function of social signalling (LVMH, 2025b). This report makes use of PESTLE with cultural analysis using Hofstede’s model, STP, as well as the extended 7Ps in its analysis of how the macro forces translate into strategic marketing decisions. Directional development theory provides a measure of development paths, and ethical analysis provides a measure of the legitimacy risks embedded in the marketing mix. International marketing research does not believe in special standardisation in luxury (Dhaliwal, Singh and Paul, 2025). This paper examines how Louis Vuitton has maintained brand consistency while varying its execution to project itself and protect its long-term brand value. In the second part of the study, Kolb’s Reflective Cycle was used to write the reflective section. 
[bookmark: _Toc227787345]Company Background: Louis Vuitton
Louis Vuitton established it in 1854 by “Louis Vuitton”, a French malletier (trunk-maker) and entrepreneur. It was originally a trunk-making house, which was competitive based on design innovation and material ability (LVMH, 2025a). Under LVMH ownership, the brand changed to scale up to a multinational luxury system with powerful control over distribution, storytelling and the pricing of its products. Louis Vuitton’s mission is “All LVMH Maisons craft products and services that strive for excellence and meet the highest ethical, social and environmental standards” (Louis Vuitton, 2025). The vision is to hold the desirability in the long term as they defend against the scarcity, heritage codes and client experience. This is governance, not rhetoric. It has an effect on drops of products, retail discipline and partnerships. Luxury research uncovers that symbolic value is fragile. It gets dropped when the signs of growth become too visible (Team, 2022).
The UK entry was an extremely early legitimacy move. The House had opened in 1885 in Oxford Street, London and from 1900 in New Bond Street, London. India’s entry came far later. Louis Vuitton opened its first store in India in New Delhi in 2003 (LVMH, 2025b). The intent was selective market development to high aspiration economy. In the UK, the elites of exclusivity are justified by the piety of restraint and the credibility of sustainability. In India, there is the associated pressure on growth, which builds visibility, access and category breadth. The underlying risk is dilution under inequality institutions and strong status consumption. This calls for continual testing of service scripts and assortment boundaries in a local setting (Louis Vuitton, 2025). Louis Vuitton has to reset itself by controlled localisation, client analytics and tighter channel governance to grow with no heritage dilution.
[bookmark: _Toc227787346]PESTLE Analysis: UK vs India
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Figure 1: PESTLE Analysis: UK vs India
Source: (Dhaliwal, Singh and Paul, 2025)
[bookmark: _Toc227787347]Political Factors
The UK has high regulatory stability, which is good for luxury brands. Clear rules of retail, labour and advertising reduce uncertainties. Post-Brexit trade frictions, which made the cost of customs more expensive for imported luxury products, are not favourable (Dhaliwal, Singh and Paul, 2025). For example, as clearance time increases, so does the cost to logistics. On the whole, the UK is a politically favourable place because it is predictable.
India allows 100% FDI in single - brand retail, which is good for expansion. However, high import duties on luxury goods are not favourable and increase prices. Bureaucratic: The complexity in the bureaucratic procedures causes delays in the approval of stores, such as the delay in the licensing of malls (Husain, Ahmad and Khan, 2022a). Political conditions are good for growth, but they add to the costs of coordination. These factors push for Louis Vuitton to price high and select expansion and only marginal localisation of sourcing.
[bookmark: _Toc227787348]Economic Factors
The GDP in the UK in 2024 is approximately US $3.69 trillion, GNI per capita is approximately US $49,470, and inflation is 3.3 percent which means that purchasing power is high but somewhat overstraining discretionary expenditure (Dhaliwal, Singh and Paul, 2025). The luxury market in the UK is estimated to be about 81 billion, which explains the relatively high luxury prices and profitability (Dhaliwal, Singh and Paul, 2025). 
In 2024, the GDP in India was about US$3.91 trillion (but GNI per capita was much lower at about US$2,540), and inflation was at 5.0%, indicating a fast-growing economy but with less buying power for the average Indian (Dhaliwal, Singh and Paul, 2025). The luxury market in India is expected to be approximately US$12.1 billion by 2025, which implies an increase in sales, but profit margins would be limited due to the at-risk low-income levels and increased costs of importation (Dhaliwal, Singh and Paul, 2025). 
In the UK and India, Louis Vuitton is not listed on the stock exchange, making its sales or profit by country, so the figures to consider are the more reasonable ones, as it is a luxury in the market.
[bookmark: _Toc227787349]Social Factors
The United Kingdom is the country where consumers value individualism, silent luxury, like nuanced branding, authenticity and sustainability. The decisions of purchase are a self-expression and a personal one (Cooper, 2019).
In India, luxury is socially-based and status-based and extremely conspicuous, family-based and engaging occasions, e.g. weddings. Consumer gravitation towards products is through logos, which have been influenced by social signalling (Cooper, 2019).
Cultural Factors (UK vs India):
In the UK, shy power distance and high individualism make independent decision-making easy and discrete and heritage-focused luxury easier (Hofstede Insights, 2025).
High power distance and collectivism promote status display, social influence and visible signs of luxury as an image of hierarchy and group recognition in India (Hofstede Insights, 2025).

Cultural Analysis Using Hofstede’s Model
	Dimension
	UK
	India

	Power Distance
	35
	77

	Individualism
	76
	24

	Motivation towards Achievement and Success
	66
	56

	Uncertainty Avoidance
	35
	40

	Long-Term Orientation
	60
	51

	Indulgence
	69
	26


Table 1: Cultural Analysis Table Using Hofstede’s Model 
Source: (Hofstede Insights, 2025)
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Figure 2: Cultural Analysis Using Hofstede’s Model  
Source: (Hofstede Insights, 2025)

Hofstede analysis reveals that there are significant cultural differences between India and the UK. The UK has low power distance (35) with a tendency to equality as compared to India (77), which has a hierarchical social structure. The UK has a high individualistic value (76), and India (24) has a higher collectivist value (group). Both nations have average levels of motivation towards achievement, but a little bit higher in the UK (Hofstede Insights, 2025). The same connotes moderation of risk (Uncertainty avoidance) (Hofstede Insights, 2025). In long-term orientation and indulgence, the UK has a higher score, implying future planning, a more leisure-oriented lifestyle and India has a lower score, more conservative and traditional.
Advantages and Disadvantages of the Hofstede Model
Advantages: Hofstede helps KFC to make a comparison of the UK and India within the shortest possible time. The individualistic culture and low power distance in the UK fosters individualised choice, convenience and direct communication with the brand (Cooper, 2019). The presence of greater power distance and collectivism in India explains family-based consumption, group pressure and increased acceptance of culturally modified menus. Through this, the model will prove to be useful in proving why KFC cannot afford to use the same marketing strategy in both countries. 
Disadvantages: Hofstede is too broad in the failings of KFC since not all consumers in the UK or India will respond in the same manner (Cooper, 2019). It does not consider age, social status, location, religion and new food trends. Hofstede, therefore, cannot be trusted by KFC to single-handedly do the strategy.
[bookmark: _Toc227787350]Technological Factors
The UK has been favourable in the omnichannel luxury retail. In the United Kingdom, research and development (R&D) spending is around 1.7% of GDP. CRM systems enable personalisation as well as loyalty management (Louis Vuitton, 2025). An example of this is repeat purchase apps with clienteling. Technology creates more standardisation of experience.
India is a case of digital leapfrogging, which is favourable. India spends a significantly lower rate about 0.7% of GDP on research and development (Louis Vuitton, 2025).  Luxury discovery is also happening more often via mobile platforms and influencers. However, unequal digital literacy is not favourable outside the metros. Technology changes the customer journey. The UK journey is secluded and private. The journey in India is social, digital, and influencer-led.
[bookmark: _Toc227787351]Environmental Factors
The UK is being subjected to intense scrutiny of sustainability for better and for worse. Circular initiatives in luxury enhance legitimacy at a greater cost (Husain, Ahmad and Khan, 2022a). For example, the pressure on the sourcing of leather brings with it an increase in the requirements for compliance.
In India, there is a growing awareness of the environment, but it is secondary to aspiration. This is favourable in terms of sales but unfavourable in terms of long-term legitimacy (Husain, Ahmad and Khan, 2022a). Packaging expectations are lower, but there is scrutiny worldwide. Messaging has to be around a balance between aspiration and responsibility. Corporate legitimacy depends more and more on visible ESG compatibility in the markets.
[bookmark: _Toc227787352]Legal Factors
The UK has good IP protection and strict advertising standards, which are favourable to brand protection. Labour laws increase the cost of operation, which is unfavourable. For example, minimum wage increases have an effect on retail margins (Meijer et al., 2022).
India has improved the protection of trademarks. There are still high risks of counterfeiting, which is unfavourable (Meijer et al., 2022). Weak enforcement in some areas is a threat to brand equity. Legal risk - control on channels and dairies to a greater extent.
[bookmark: _Toc227787353]Comparative PESTLE Summary
Key Similarities: Both the UK and India are countries that are politically stable to invest money in long-term investments in luxury. Globalisation, digital platforms, and increased expectations in terms of brand governance influence luxury consumption in the two markets. Both countries have been more or less successful in their protection of intellectual property (Lee and Jin, 2019). With advances in technology, it is possible to interact through the use of omnichannel in all markets, and the world is becoming connected with corporate legitimacy. Such parallels enable Louis Vuitton to unify fundamental brand codes, operational and global governance regimes.
Key Differences: The UK has a developed (and regulation-driven) luxurious sector that is driven by discretion, sustainability and repeat purchases. India is a new and aspirational market that is defined by status-signalling, income disparity and institutional complexity (Lee and Jin, 2019). Economic growth, rituals of culture and enforcement of law are quite different. These distinctions imply that an aspersion of adaptation is required, both in respect to pricing, visibility, store extension and communications strategy to both retain brand equity as well as to effect growth.
[bookmark: _Toc227787354]Segmentation, Targeting and Positioning (STP)
STP is very important in luxury because the demand is strategically created instead of naturally found. Segmentation prevents the premiumisation without scarcity. Targeting is not about income but rather about lifetime value (Hossain, Akter and Muzareba,2024). Positioning helps to safeguard the brand's meaning. From the research, it is evident that exclusivity is controlled through controlling access, pricing discipline and visibility. The case of the UK-India contrast is a test of adaptation in the context of cultural and institutional distance.
[bookmark: _Toc227787355]Market Segmentation
Demographic segmentation: In the UK, core buyers are clustered in the high-income professional and HNWIs - often aged 25-54, with repeat purchase ability. Entry products like little leather goods are all around £340 to £505, which helps "gateway" luxury. The base in India is smaller and faster growing (Sung, Kwon and Sohn, 2023). Demand is concentrated in the elites and aspirant upper middle consumers, 25 - 45, mostly in metros. Entry wallets ranging from ₹43,000 - ₹69,500 - reinforcing high status barriers (LVMH, 2025a).  
Geographic segmentation: The UK network is headed by London, but includes other major luxury nodes as well as travel retail, with 16 listed locations, including New Bond Street and Heathrow terminals. India is sharply metro-focused with three stores in New Delhi, Mumbai and Bangalore, a reflection of selective presence. 
Psychographic Segmentation (VALS): In the UK, Achievers value downplayed signs of success and service efficiency. Experiencers are sensitive to drops, collaboration and novelty of fashion (Hossain, Akter and Muzareba,2024). In India, Strivers seek to look for upward mobility signals and codes of visibility. Aspirers want to possess global belonging and social proof, often through association with celebrities.
Behavioural segmentation: UK segments are repeat buyers with a heritage, and omnichannel clients using appointment shopping and clienteling. India shows more occasion-based buying, like weddings and gifting. Brand-display behaviour is more salient, and signature canvases are more signalling (Hossain, Akter and Muzareba, 2024).
[bookmark: _Toc227787356]Targeting Strategy
Louis Vuitton uses differentiated targeting in both markets, although the logic is different. In the UK, it is all about depth. The brand is targeted via relationship marketing, private events and CRM led reactivation to high LTV clients. This leads to the saving of margin in a mature market. In India, the priority is breadth with control (Husain, Ahmad and Khan, 2022b). The target for the brand is elite clusters and selected aspirational buyers, controlled access and few boutiques, controlled assortment and price integrity. This leaves less room for dilution in the future in building client pipelines.
[bookmark: _Toc227787357]Positioning Strategy
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Figure 3: Louis Vuitton India Employee 
Source: (Husain, Ahmad and Khan, 2022b)
In the UK, Louis Vuitton is positioned as an understated heritage luxury brand linked to craftsmanship, longevity and restrained expression of status. On a perceptual map with Exclusivity-Accessibility on the horizontal axis and Heritage-Trendiness on the vertical axis, Louis Vuitton UK would find itself in the high exclusivity-high heritage quadrant, close to other perceived brands such as Hermes and far from accessible premium brands (Husain, Ahmad and Khan, 2022b).
In India, the perceptual space of Louis Vuitton is different. It is put in place as an aspirational global status symbol where visibility adds strength to the legitimacy. On the same map, Louis Vuitton India would have a slight move down in the direction of trendiness, but still on the exclusive end of the axis (Husain, Ahmad and Khan, 2022b). This placement distinguishes it from ultra-conservative heritage houses and accessible luxury brands, where visibility is not at the cost of a lack of scarcity.
[bookmark: _Toc227787358]Comparative Evaluation of STP
Key Similarities: In both nations, Louis Vuitton is nurturing global brand equity through stable core codes, and selective distribution. Small leather goods are examples of gateway categories, where the process of gaining possession is not fully democratised (Eierle et al., 2022).
Key Differences: Cultural Performance is Different. The UK requires a certain amount of delicate signalling and more claims to authenticity. India must obtain legitimacy building, trust cues and occasion-based propositions. One viable solution would be taking a hybrid approach of adding a bit of qualitative cultural insight to some transactional data and conducting experimental control of assortments and messaging city by city (Carranza et al., 2023). The result of this is evidence-based adaptation and loss of coherence at the global level. Methodologically, a mixed method design is defensible. Use store-level CRM and basket information for lifetime value modelling and for category migration modelling. Pair this with an ethnography of shopping rituals and social listening to find out what the shifts in meaning are at the local level. Then make changes by limited drops and appointment scripts in one city before making it to scale. This protects scarcity.
[bookmark: _Toc227787359]Marketing Mix Analysis (7Ps): UK vs India
The marketing mix refers to the tactics (or marketing activities) that we have to satisfy customer needs and position our offering clearly in the mind of the customer (Paul and Mas, 2020). It involves the 7Ps. Product, Price, Place, Promotion and an additional three elements that help us meet the challenges of marketing services, People, Process and Physical Evidence. 
[image: The Marketing Mix: Building a Strategy With the 7Ps]
Figure 4: Marketing Mix Analysis (7Ps)
Source: (Paul and Mas, 2020)
Product: Louis Vuitton has a heritage continuity branding strategy in the UK. Sales are being overtaken by classic collections such as Monogram and Damier. Innovation in product is exclusive and restricted, which is positive to brand code protection (Paul and Mas, 2020). This strategy aligns with the mature luxury demand, which revolves around long life than newness.
Global recognition and adapting is the central discourses of branding in India. The portfolio is less diversified and concentrates on leather products, accessories and travel products (Paul and Mas, 2020). Preferred designs are those that are culturally acceptable and the logo that is recognisable. This is positive in aspiration and trust but restricts experimentation.
Product Depth and Width 
UK:
Wide width includes: bags, leather goods, accessories, footwear, ready-to-wear, and travel lines. The percentages within every category are tremendous, and it has several alternatives (e.g., Monogram, Damier, seasonal collections) which demonstrate adult need and buying behaviour.
India:
Rectitude is smaller--preponderantly leather merchandise, accessories and travel. Its depth is shallow with low variability, and it focuses on iconic appearing products, which are run with the help of a logo to maintain exclusivity and enable aspirational consumption with the use of status

Price: In the UK, Louis Vuitton has a premium pricing integrity. UK GDP per capita is at about USD 49,000, which is sufficient to support a continuous demand for luxury goods. High purchasing power enables us to maintain stable prices, though due to inflation, prices have become sensitive (Team, G.O., 2022). Pricing is still favourable to margin-protecting.
In India, the import duty has been over 30%, and this affects the price and makes the products very expensive. India's GDP per capita is around USD 2,600, but luxury demand is dictated by HNWIs (LVMH, 2025b). Ultra-premium pricing implies exclusivity. This is favourable for status, but unfavourable for volume growth.
Place: In the UK, Louis Vuitton has the use of flagship stores and controlled distribution. There are around 16 stores located in all parts of London and key travel hubs (LVMH, 2025b). Distribution is direct, and experience and data are completely controlled. This is good for brand governance, but bad for reach.
In India, the only ultra-selective boutiques that have Louis Vuitton are in New Delhi, Mumbai and Bangalore. Distribution is direct through company-owned stores (LVMH, 2025b). This is in order to protect the exclusivity, but in order to restrict market penetration.
Promotion: 
In the UK, IMC (Integrated Marketing Communications) refers to the interweaving of channels (fashion media, digital, in-store, CRM) to communicate a uniform, subtle luxury message of heritage and exclusiveness (Christodoulou and Cullinane, 2019).  In the UK, promotion is based on a pull strategy, subtle storytelling through the fashion media, runway shows and heritage narratives. This is favourable in the quiet luxury environment but diminishes mass visibility.
In India, IMC can be described as a combination of communications (celebrities, social media, events, in-store) to spread a uniform inspirational message concentrating on visibility, status and global brand image (Christodoulou and Cullinane, 2019). India uses a hybrid pull strategy. Celebrities, weddings and visibility with the elite are used in promotion. This is favourable to the aspiration building and carries the risk of overexposure if not managed properly.
People: 
The sales associates in the UK are brand ambassadors with a special focus on discretion and expertise. Louis Vuitton UK has almost several thousand retail staff across ~16 stores with continuous training and performance-based motivation (Barker, Lencucha and Anderson, 2016). Service expectations, which give priority to efficiency and privacy.
In India, the role of the sales associates is trust-building. The number is much smaller (a few hundred employees) across 3 stores with intensive training and relationship-based motivation (Barker, Lencucha and Anderson, 2016). Service expectations are high touch and explanatory, which increases training but builds legitimacy.
Process: 
Customer complaint processes in the UK are handled by Vuitton’s Client Services team by phone, email, or messaging channels. Appointment shopping, CRM and centralised complaint handling ensure that procedures are consistent (Zugay, 2023). This is favourable to the development of satisfaction and loyalty.
In India, customer complaint processes are more personalised, but also have Client Services by phone, email, and messaging. Complaint handling is relationship-based and local (Zugay, 2023). This helps to build trust but runs the risk of not being consistent at scale.
Physical Evidence: 
UK stores have a minimalist architecture, neutral colours and symbolism of the heritage. Indicator of materials Craftsmanship, restraint. There are around 16 stores that are spread around the country (Fernandes, 2018).
The stores of India have a great architecture, luxury materials and visual symbolism to affect status (Fernandes, 2018). There are three stores. Physical evidence is favourable for aspiration but makes the cost intensive.
[bookmark: _Toc227787360]Comparative Summary of the 7Ps
Key similarities: In both the UK and India, Louis Vuitton has a high standardisation of the core elements of the brand. Product quality, craftsmanship codes, logo integrity and premium pricing discipline are uniform (Morris, 2020). Distribution is wholly under the direct control of boutiques, which allows exclusivity and customer information. Service staff are trained as brand ambassadors and store environments are designed to communicate luxury, heritage and authenticity across the markets.
Key differences: The divergence is what lies in the execution. In the UK, a marketing mix that focuses on being discretionary, process efficiency/sustainability signalling for meeting the expectations of mature consumers. In India, the focus in the mix is on visibility, symbolic and high-touch service to build trust and aspiration (Morris, 2020). These differences reflect contrasting cultural norms, income structure and stages of luxury market development.
[bookmark: _Toc227787361]Brand Directional Development Strategy (India)
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Figure 5: Ansoff Matrix 
Source: (Hossain, Akter and Muzareba,2024)
Ansoff's Matrix is used to think through growth options and safeguarding luxury brand equity (Hossain, Akter and Muzareba,2024). In luxury, choices in growth need to minimise symbolic dilution and operational risk. The framework is used to help differentiate between moves that are scalable expansion and those that are reputation-threatening expansion.
Product development would be the most appropriate strategy for Louis Vuitton in India. The brand already has penetration in key metropolitan markets, but there is still limited category depth in the brand. Expanding in existing client bases by curated product extensions bolsters relevance without expanding access indiscriminately (Hossain, Akter and Muzareba,2024). This helps to promote controlled growth. India has appealing demographic fundamentals. Over 50% of the population is under the age of thirty-five, with the HNWI segment growing at double-digit rates. Luxury demand is on the rise, from a low base. Product development utilises aspiration without inhibiting scarcity. It also allows the brand to respond to rituals of consumption, such as weddings and gifting, that are more culturally specific (Eierle et al., 2022).
Diversification would bring in high strategic risk. Entering unrelated categories and/or mass adjacent segments could make heritage meaning weak. Luxury research in the case finds that in this instance, the risk of dilution outweighs short-term revenue gains. Diversification also puts pressure on governance and makes the whole of society visible, outside the elites (Wang, 2022). For Louis Vuitton, it is important not to have a rapid category spread but to be as coherent symbolically as possible. There is still risk in the development of the product. Cultural misalignment, complexity of sourcing and inconsistency in service can destroy trust. Risk should be handled by limited launches, city-level testing and data-driven clienteling. Execution challenges include training staff, supply chain management and price integrity (Hossain, Akter and Muzareba,2024). A disciplined rollout helps in protecting the legitimacy of the brand and helps India's long-term growth potential. This is in line with the institutional theory, which posits that legitimacy precedes scale in emerging markets, and with the evidence of luxury market failures where the business became less desirable through uncontrolled expansion, and this reduced marginal returns over the long term within the context of high-growth economies (Eierle et al., 2022). It therefore provides a defensible balance between ambition, control and brand stewardship around the world.
[bookmark: _Toc227787362]Ethical Issues in Louis Vuitton’s Marketing Mix (India)
Ethical issues in luxury marketing are located within the 7Ps in the sense that harm and value are created in the design, selling and signalling, not just the slogans. In India, the principal risk is that of legitimacy (Fernandes, 2018). The brand must not externalise social and environmental costs, but as a corollary, the brand must not extract the symbolic value.
Ethical marketing examples are control of places like exclusive boutiques, which can preserve the genuine essence of the product as well as assist in safeguarding the consumer against fakes (Lee and Jin, 2019). Staff (People) includes the trained salespeople with well-informed advice, transparent and accountable purchases. Unethical marketing examples are, advertisement can be a type of promulgation that justifies social harassment and socio-economic discrimination stimulated by stars (Lee and Jin, 2019). Ultra-premium pricing (Price) and aspirational communications may be used to arouse the symbolic consumption of non-elite consumers and evoke concerns about being excluded and social inequality.
In both the UK and India, the controlled boutiques of Louis Vuitton and quality signalling can reduce the harms of counterfeiting and save consumers. This supports trust. Store experience also imperils aggressive price promotions, which ward off impulse debt to vulnerable buyers. Trained sales associations and appointment-led selling support informed choice (Lee and Jin, 2019). In the UK, complaint handling is formalised and traceable. In India, there is a high-touch service which helps to lessen the misunderstanding and increase transparency at the purchase.
In India, visibility via celebrities and marketing from weddings may contribute to increased pressure for status and the normalisation of inequality. In the UK, where the distinction between advertising disclosure and social comparison harms is blurred, influencer marketing may be the area where this could be the case (Fernandes, 2018). Ultra-premium pricing in India can strengthen the exclusion and make use of aspirational narratives that appeal to non-elites. India's network of small stores makes the situation of scarcity worse, but it may also fuel the transfer of demand to the grey market, where consumer protection is low. In both countries, clienteling and CRM are subject to privacy concerns if there is no clear consent (Lee and Jin, 2019). A responsible strategy is "responsible exclusivity." Use of clear ad disclosures, more restrictive data consent, grey market monitoring. Reframe promotion not in terms of social ranking, but in terms of craftsmanship and durability. Audit suppliers and publish India-relevant due diligence. This is for protecting long term legitimacy and brand equity.
[bookmark: _Toc227787363]Recommendations
United Kingdom: Future strategy in the UK should be about increasing value and not market. The STP strategy should focus the targeting on sustainability conscious professionals between the ages of 30-55 and possessing high lifetime value. Segmentation needs to be integrated with behavioural data from CRM in order to identify repair usage, repeat purchases and resale interest (Hossain, Akter and Muzareba, 2024). Positioning should change from quiet luxury to being a good heritage leader.
The marketing mix should be in support of circular luxury. Product strategy to broaden repair services, certified resale and material innovation. Price integrity needs to be strict, but loyalty benefits can be non-monetary (Morris, 2020). Early access, private workshops. Place strategy must focus on the existing flagships, instead of the addition of stores. The clienteling online must be removing footfall dependency. Advertising needs to focus less on being sleeked by influencers and more on evidence-based narrations of durability, traceability and reduction of carbon. Individuals must recruit advisors to be teachers on sustainability. The process improvements ought to be transparent, complaint escalation and lifecycle tracking (LVMH, 2025a). These measures are a move towards reducing the threat of ethics by limiting the indications of excessive consumption and data consent openness. 
India: Future strategy in India should be on controlled expansion with legitimacy. STP has to perfect micro targeting to elite households and culturally influential families in the leading metros. Segmentation should involve integration of income, frequency of occasion and social network influence (LVMH, 2025a). Positioning should be more status display and less so status display, but more importantly, global cultural craftsmanship.
There is a need to have adaptation discipline in the marketing mix. Product development should have limited wedding capsules, travel pieces and culturally neutral designs. Prices should be kept ultra premium, and yet there should be communication on value creation in order to avoid symbolic exploitation. The place strategy should delay new stores until the level of service is achieved (Paul and Mas, 2020). Promotion should result in the desaturation of celebrities and in the emergence of narratives led by crafts. People strategy needs to build better training, wages and retention to avoid labour ethics risk. Process design for standardising complaints handling and data consent. These are steps to ensure better ethical signalling and ensure scarcity. Controlled experimentation and city-level pilots are supposed to be a guide to scale.
The system of governance should be a mix of store audits, supplier and algorithmic bias checks in CRM. Pilot results to determine how slowly or quickly to roll out, to be able to have as many selections as possible. This is in line with the research that demonstrated that legitimacy and scale, respectively, follow first and second emerging luxury markets. It also results in the credence of reducing the reputational risk and maintaining the consumer confidence and long-term margins in the Indian contexts that is heterogeneous (Team, G.O., 2022). UK governance must be able to capture this discipline with improved ESG disclosure, repair take-up goals and resale tracking. Adaptive strategy will be aided by cross-market learning loops, which will not erode global brand coherence and long-term equity creation effects worldwide amongst the Louis Vuitton clients across the world.

[bookmark: _Toc227787364]Reflection (Kolb’s Reflective Cycle)
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Figure 6: Kolb’s Reflective Cycle 
Source: (Meijer et al., 2022)
Concrete Experience: In this task, I was to produce an international marketing study of a company, i.e. Louis Vuitton, in the United Kingdom and India. I applied PESTLE, STP, the further developed 7ps version, Ansoff’s Matrix, and the analysis of ethics and morals on two similar markets of luxury, differing in economies, cultural, and institutional specifics (Meijer et al., 2022). It was an operation that could not be described, rather than explained. It required a combination of theory, secondary data and context analysis to justify findings. I relied on academic journal articles, brand reports, and industry evidence to develop the analysis. It was a tedious exercise as it was a word-limited task which was broad-based. It demanded that I ponder on it and revise it to be lavish and brief.
Reflective Observation: I realised in my younger years that I was putting much emphasis on completing all structures rather than criticising them. This exposed my own shortcoming that I employ the models as a checklist rather than as a tool of analysis. The other issue is that I was not able to maintain the critical tone throughout. Even the comparison between the UK and the Indian market concerning the level of data given and market transparency offered was not compared because of the difference between the mature and emerging UK luxury market (Barker, Lencucha and Anderson, 2016). Therefore, the assumptions related to the consumer behaviour, the ethical legitimacy and the market development had to be reconsidered and changed by me. This analysis went on with a new draft because I could also observe that I referred to relationally justified theoretical statements as evidence, not to some general statement (Morris, 2020). I also came to know that I write better when I make sentences simpler, reduce repetitions, minimise empty and unsubstantiated statements.
Abstract Conceptualisation: The highest level of learning was in the most critical level, known as abstract conceptualisation. I was better enlightened that the value of luxury is a production of the social and supported institutionally rather than basing the same on the qualities of the product (Morris, 2020). The STP study indicated that the intentional management, selective access, price discipline, and symbolic signalling constitute the exclusivity. PESTLE analysis has uncovered the macro-environment factors that have shaped the environment in which operations are carried out and what constitutes luxury in different markets. The explanation of the standardisation vs adaptation debate made me change my thinking to a dualistic orientation. I also realised that the main secret of successful luxury strategy is that the essential brand identity will be preserved, but the implementation will be local (Morris, 2020). This was further reinforced under the ethical analysis that revealed that rightful mobilisation hazards frequently arise owing to the utilisation of information, labour policies and marketing choices, rather than the wrongdoings.
Active Experimentation: I applied all these insights in the course of the assignment when I tried to refute arguments on the basis of the different kinds of evidence. To provide an example, the demographic change, cultural consumption milieu and Indian logic of the Matrix of Ansoff were read together to draw the product development strategy in India (Meijer et al., 2022). I also tried to create an equilibrium between the quantitative and qualitative elucidation of the symbolic consumption and service expectations. This lifted my morale towards making strategic decisions in a state of uncertainty.
Future Application: The experience will guide my academics and my practice. To improve the shortcomings of the frameworks, I will be more selective in using them in the future and bridging theory and evidence. It will also be an iterative evidence-based process rather than a plan, within my approach to strategy (Meijer et al., 2022). Most importantly, I will make every effort to include the elements of ethics and legitimacy into the initial stages of strategy analysis dealing with international markets that are full of complexity, diversity and asymmetrical development.
[bookmark: _Toc227787365]Conclusion
This report analysed the international marketing strategy of Louis Vuitton across the United Kingdom and India through the use of PESTLE, STP, 7Ps, Ansoff's Matrix and ethical evaluation. The results show that pure standardisation does not work in the luxury markets that have high cultural and institutional distance. Core meaning of the brands, therefore, needs to be standardised and asymmetric in the execution (Wang, 2022). Strategic insight is the need to have a balance between exclusivity and growth through disciplined governance. Ethical analysis identified the risks in terms of visibility, inequality and data usage, particularly in India. Long-term competitiveness requires evidence-led adaptation and legitimacy management, and ongoing strategic recalibration without destroying global brand equity.
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Louis Vuitton UK Website
[image: ]Website: https://uk.louisvuitton.com/eng-gb/homepage 
Louis Vuitton UK Product
[image: ]
Website: https://uk.louisvuitton.com/eng-gb/new/for-women/spring-summer-2026-collection/_/N-t88m6o1 
Louis Vuitton UK packaging design
[image: Louis Vuitton Old Vs New Packaging - A Million Dollar Blogger]
Website:  https://www.amilliondollarblogger.co.uk/louis-vuitton-old-vs-new-packaging/ 
Louis Vuitton India Website
[image: ]Website:  https://in.louisvuitton.com/eng-in/homepage 
Louis Vuitton India Product
[image: ]
Website: https://in.louisvuitton.com/eng-in/new/for-men/the-latest/_/N-t1blflj9 


Louis Vuitton India packaging design
[image: Louis Vuitton introduces new packaging - FashionNetwork]
Website: https://ww.fashionnetwork.com/news/Louis-vuitton-introduces-new-packaging,715329.html 

Louis Vuitton UK Stores
[image: Louis Vuitton London Harrods Store in London, United Kingdom | LOUIS VUITTON]
Website: https://uk.louisvuitton.com/eng-gb/point-of-sale/united-kingdom/louis-vuitton-london-harrods 
Louis Vuitton India Stores
[image: Louis Vuitton Mumbai Jio World Center Store in Mumbai, India | LOUIS VUITTON]
Website: https://in.louisvuitton.com/eng-in/point-of-sale/india/louis-vuitton-new-delhi-2-emporio 
Louis Vuitton UK Employee
[image: Louis Vuitton - A global employer branding campaign and extended work  culture documentary - Friends of Friends / Freunde von Freunden (FvF)]
Website: https://www.freundevonfreunden.com/work/louis-vuitton/ 
Louis Vuitton India Employee
[image: Working at Louis-Vuitton | Glassdoor]
Website: https://www.glassdoor.co.in/Overview/Working-at-Louis-Vuitton-EI_IE667150.11,24.htm 
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